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Editor’s Note 
 

"Not all readers are leaders, but all leaders are readers." 

Dedicating time to reading each day, can open your mind to the wisdom of the 

greatest leaders, entrepreneurs, and thinkers of all time. 

‘Business & Beyond’ magazine aims to provide you with that platform through 

which students, faculty and industry experts articulate their perspective on 

various realms of the business world. The magazine endeavours to embody the 

ideals and content of the establishment itself through its originality of 

conception, excellence of writing and visual presentation, and dedication to 

authenticity, healthy expression, and editorial consistency. 

The entire editorial team strives towards providing a magazine which is a true 

representation of students' work and share with you some interesting articles 

giving insights of the business world. 

We stand to spread knowledge with each edition and keep on trying to 

improve and learn from the same. 

I would like to thank everyone who contributed for the magazine and wish for 

such an enthusiastic participation in the future as well. My special gratitude to 

the editorial team who worked endlessly for content creation. I express my 

considerable appreciation to all the authors of the articles in this magazine. I 

also extend my thanks to the industry experts, for sharing their invaluable 

views and wisdom. 

We always aim to extend our reach in providing more articles and increasing 

our base of devoted readers and writers.  

The editorial board invites feedback and advice to help enhance the magazine's 

content. The feedback can be shared at blogsbab.vesim@ves.ac.in 

 

Be true to yourself, inspire others, and create a masterpiece every day. 

 

Shivika Gupta, 

Editor – “Business & Beyond”. 

VESIMSR. 
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Message from The Director 
 

 

It gives me great pride to introduce Business & Beyond’s 

First Edition. Business & beyond is a quarterly publication, 

providing students with a platform to contribute their 

thoughts and flood their innovations. Many have talents 

unknown to them, and this is one platform to unleash 

such dormant talents and make known their capabilities.  

 

VESIM Business School has always pursued a multidisciplinary approach that 

focuses on market trends, technologies, corporate ethics, and core values that 

contribute to all round development of a student.  

 

I congratulate the Magazine Team and the faculty for their tireless efforts that 

have come to fruition in the form of this magazine. I wish them all success and 

hope that this tradition that has been set by the current students will be 

carried through by the following generation of students to come.  

 

We look forward to having more readers and more contributions from our 

readers to share the knowledge and experience with students and society at 

large.  

 

 

 

 

 

 

 

Dr. Satish Modh, 

Director.  

VESIMSR.  
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Chairperson’s Note 
 

 

'Business & Beyond’ is a student-driven magazine 

focused on creating awareness of the current affairs 

associated with the dynamic business world. The magazine 

includes current scenarios and analysis of the upcoming 

trends.  

 

‘Business & Beyond’ also hosts a Pan-India article writing 

competition, ‘Varnan’, to help students to express their viewpoints and to 

improve their writing skills.  

The vision of the magazine is to create an array of distinct perceptions of 

corporate and management dynamics, all under one roof.  

I am enormously proud of Team for their wonderful efforts, commitment, and 

diligence towards their sense of ownership for publishing ‘Business & 

Beyond’. 

A very hearty congratulations to Vasu Golyan, who is the winner of Varnan’s 

Call for Articles. We are happy to feature the article penned by Vasu Golyan, 

and the articles of four special mentions from Varnan’s Call for Articles, 

Prabhsahil Singh Chhina, Ishan Anshul, Aishwarya Varshney and, Attiso 

Bhowmick, in this issue. We are overwhelmed by the response that we have 

received from all of you and encourage you to write to us with the same 

enthusiasm. 

We would also like to hear back from our esteemed readers on how they 

found our first edition. Please do write to us if you want some specific topic to 

be covered in our magazine. We value your feedback as it helps us to 

constantly improve and write better! 

  

Enjoy Reading! 

 

 

Dr. Kavita Kanabar, 

Faculty In-Charge - “Business & Beyond”. 

Associate Dean - General Management & Business Analytics. 

VESIMSR. 
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Cell President’s Note 
 

 

“Purpose fuels Passion.” ‘Business & Beyond’, serves as a 

platform for management enthusiasts to drive out their 

passion towards business articles.  

 

On behalf of General Management Cell, I present to you 

the second issue of ‘Business & Beyond’ with a theme 

“A Paradigm Shift in Business.” 

 

Can you feel the shift? The shift in purpose, in goals, in execution! Change is 

inevitable. The challenges hurled at businesses have managed to stir a change in 

business ecosystem. It has created an overpowering realignment across globe. 

Articles in this edition are based on the above theme. 

 

‘Business & Beyond’ constantly strives to provide articles that are thought 

provoking and that add value to our management education. This magazine 

encourages students to bring out the hidden creativity and talent in them. The 

magazine is published with a unique theme every academic quarter dedicated 

towards raising knowledge of business sector. 

 

On behalf of the Magazine team and the Blog team, I take this opportunity to 

thank everyone responsible in making this magazine a reality. We hope we 

meet your expectations and get bigger and better through the editions to 

come.  

 

 

 

Ameya Sudhakar Badwaik, 

Student President- General Management Cell, 

VESIMSR. 
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TIME FOR CHANGE 
 

NEW PARADIGM OF BUSINESS AND HOW WE GOT HERE 

Old paradigms of business keep creating havoc in the global economy. People 

are often misguided saying leaders of the industry strive to serve the 

shareholders above all because that’s what businesses are supposed to do; 

grow and create products needed by the consumers. Due to this erroneous 

precedent, the top objective for business leaders was to keep the company 

afloat while providing larger amounts of wealth to individuals who had invested 

in it. If the business couldn’t do so, the shareholders would move on to some 

other company. In pursuit of maximizing profits, businesses have lost sight of 

people's fundamental value and have plundered the world for resources. 

This corporate paradigm, involving depletion of resources, producing money, 

but failing to offer shared prosperity, now appears to be incorrect and it is high 

time we seek new solutions for this issue. 

Today, we are at such a critical juncture of history, that it is high time we 

mend the misguided mentality of people with a new paradigm of business based 

on the stewardship of people and environment both. 

Rather than exclusion, fear, or scarcity, this paradigm shift focuses on 

corporations adopting the framework of abundance, purpose, and healing of 

both people and earth. The relationship between people and planet won’t be 

of sacrifices for one or other but a balance between the both. The companies 

won’t just serve their customers and shareholders but work for the greater 

good. 

If such a shift in the Paradigm of business sounds too good to be true, one 

should be aware that this desire for more socially and ecologically responsible 

business is not a one-time event; it has been growing for the past 30 years. 

Companies like The Body Shop created challenges such as "How Should 

Businesses Be Run?" because they were fed up with the status quo. These 

entrepreneurs emerged with the 3P’s notion of people, planet, and profits 

instead of only profits. The social venture circle was formed in response to this 

expanding community of leaders and employees committed to the 3 P's 

concept and issued a bold call to action.  

'Build firms that drive the next economy: one that is regenerative, egalitarian, 

and profitable for all, was their purpose. 
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WHERE DO WE STAND NOW? 

Over the last few decades, we’ve come a long way, thanks to the growing 

number of corporations embracing this mission. The certified B Corporation, 

Benefit Corporation, and conscious capitalism are at their all-time high.  

Even large-scale companies are embracing sustainable business models that put 

people and the planet first. 

The Business Roundtable held in the summer of 2019 representing CEOs of 

some of the largest businesses in the US announced that they could not afford 

to serve only the shareholders at the cost of other stakeholders. The purpose 

statement of theirs committed to: 

• Value delivery to the customers 

• Investing in employees 

• Fair and ethical dealings with the suppliers 

• Work community support 

• Long-term value generation for the shareholders. 

 

WHAT DOES THE FUTURE HOLD? 

As more corporations join hands to serve people and the planet, we witness 

the success of such organizations realizing that one doesn’t have to choose in 

an ultimatum of people, profit, or planet. The new paradigm is all-inclusive 

encompassing all the aspects. 

There is still a lot of work to do to make the business sustainable in the 

coming years, as change is inevitable. A business stable in today’s situation may 

or may not be stable in a situation arising tomorrow. It’s up to us, how we 

define the paradigm shift as we work towards its reality. 

 

 

 

 

Prajakta Goswami, 

MMS 2020-2022. 
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CHANGING THE POWER PARADIGM 

 

"Feminine consciousness is something that is not gender-specific. Bringing 

attention to creating a world, and systems, and process places of power that 

will sustain our planet ... And we are both, men and women, stewards of this 

movement." This quote by Chantal Pierrat, the CEO of Emerging Women, in 

the true sense, brings out the essence of how leadership should be. 

The characteristics and qualities of a leader or a powerful person that are 

often promoted, are pervaded as masculine such as being strong, authoritative, 

controlling, etc. However, these characteristics do not necessarily constrict 

men. Similarly, empathy, compassion, making a synergistic effort, etc. are 

adjudged as feminine traits. A shift of perspective about leadership is 

imperative to embrace the feminine traits into leadership and tweak its 

definition to include the qualities that make it more human and shatter the 

gender stereotypes.  

To ignite this shift in perspective, it is of utmost importance to have equal 

representation of both genders in the position of power. Reformulating power 

and leadership should focus on uplifting and empowering those devoid of 

power rather than concentrating the power to favour one’s selfish motives and 

needs. More representation of women might help bring this change as 

women’s perception of power is different. As Jane Fonda puts it so beautifully, 

“For women, it’s not power over; it’s power with. It’s about empowering 

others. It’s not hierarchical; it’s circular.”  

A recent interview with one of the women leaders of our country is a 

testament to this. “The most important trait of a leader is empathy,” she says. 

Keeping yourself in the position of others and thinking, because leadership 

involves convincing a set of people, your employees, in ‘your’ vision and an 

unstructured idea of what can be done and building a relationship of trust to 

bring that unstructured idea and vision to life.  

To make that happen, connecting with your people plays a very vital role and a 

leader with empathy can easily map their way through it.  
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The leadership traits required to catapult things forward are feminine, and men 

and women must draw on these qualities because the times demand them.  

Women leaders bring in a way of leadership based on the variety of 

experiences that they have faced throughout life, which not necessarily men 

have, because of the prevailing gender disparity in the world. When more 

women come to power, they will run things differently, there will be sharing of 

power instead of exploitation or abuse of power. Women can think to 

approach different complex problems as well as understanding a single problem 

with different perspectives. This was displayed by women around the world 

during the women’s march or the aurat march because these women displayed 

signs of solidarity about every single issue imaginable. They spoke about 

inequality, issues in healthcare, education, racism, environmental issues, all of it. 

And so, women in power will lead everyone towards the solutions and create 

a secure space for different voices to be heard. 

One such woman who proved to be an able leader in these unprecedented 

times is Samina Hamied, Executive Vice Chairperson of Cipla. Cipla has always 

been at the frontline of any health crisis that affects the country, as evidenced 

by the Covid-19 pandemic. The company brought in all the drugs required for 

the treatment of Covid-19 and also ensured there was equal and fair access to 

these drugs throughout the country. Under her leadership, Cipla was able to 

find a way through the pandemic and continued to show path-breaking growth 

in its Indian operations. And, not only in business, we have women leaders in 

different walks of life stirring and creating a radical change. 

Yet, women leaders continue to be in the minority in business and this might 

not come as a surprise. To bring about a significant change in the old power 

paradigm, efforts have to be made by men as well. The onus is also on men in 

the position of power because women are trying to fit into men’s world, to 

make it more equitable, more efforts have to be made by men in leadership 

positions. 

In certain instances, men can combat discrimination by relinquishing the 

position of the bystander. Women's speech, for example, might be viewed as 

"bossy" rather than “assertive," even though they use the same language or 

manner as men. More men need to learn to notice and intervene when they 

see this double standard.  

Men would make a significant difference if they stopped playing the role of 

bystander. Make a statement in favour of having women in the room. As male 

colleagues, they can take a stand for women in the room by intentionally 

shifting from being gender ‘adversaries' to gender ‘advocates.'  

They can urge and speak up in support of having more female representation in 

management positions, extend support and solidarity, and demand equal pay 
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and treatment. When women join men at the table as equals, both genders can 

create, innovate and do wonders to make this world a better place to live in. 

The world needs great leaders, leaders of change and this change in the 

dynamics of leadership and power demands Women in Power. 

 

 

 

 

 

Anjali Nair, 

PGDM- Marketing. 
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OUT WITH THE OLD, IN WITH THE NEW 
 

A shift is taking place in commercial enterprises concerning the expectations of 

organizations from customers and employees.  With more connectivity and 

options, customers have better expectancies from organizations, however, are 

extra sceptical towards brands. Employees expect more too, especially during 

the pandemic. Not many will tolerate a boss who performs favouritism and 

believes that hurling insults is a good motivational technique. 

If a business is stuck with the old paradigms and is not open to change, the 

company will struggle to grow. Therefore, here are some key differences 

between the old and new paradigms. 

Consumers 

Out with the Old: If you remember, there was a company called 

“Blockbuster”, an American-based provider, established in 1985, it was a 

thriving movie and video-game rental business that had more than 9000 stores 

and employed around 85,000 people, including around 25,000 internationally. It 

filed for bankruptcy in 2010 and ceased operations in 2014 only because it did 

not keep up with the trends.  

Another huge example of this is Nokia, which enjoyed a global market share of 

around 50% in 2007, which has now been reduced to less than 1% in the 

smartphone market. This happened because Apple entered the market with 

the iPhone and Nokia heavily misunderstood the importance of change, it 

focused more on hardware rather than software, misjudging the pulse of the 

customer. 

In with the New: Netflix entered the market in 1997 as a subscription-based 

movie rental service provider, it was in the same business as “Blockbuster”, 

but Netflix’s USP was that it would provide a subscription plan which ensured 

a monthly flow of income from its customers whereas Blockbuster relied 

heavily on the chance. Netflix understood the paradigm shift and expanded its 

business with a streaming platform while still continuing the subscription plans 

in 2007 and went international in 2010. In 2013, Netflix began producing 

content in 2013 by airing its first series “House of Cards” and the rest is 

history. It currently has more than 209 million subscribers all over the world.  

Google on the other hand, unlike Nokia, understood that if they need to stay 

relevant, they need to match the likes of Apple and the expectations that the 

consumer had. After purchasing Android in 2005, Google developed in and 
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unveiled it in November 2007, launching it in 2008 with its first commercial 

device being the HTC Dream. After which, they haven’t looked back and have 

always shifted with the changing trends.  

The Pandemic has proven to us that if we do not change with the times and 

don’t be nimble at it, we’re doomed. Several companies like Zoom, Amazon, 

Food delivery companies like Swiggy and Zomato have not only survived the 

Pandemic, they have in fact thrived just by adapting to the market. Zoom 

understood that this is the best time to promote their product as most of us 

were working from home so they added features that would benefit the 

commercial users. Amazon ramped up its supply chain and ensured the public 

that they are keeping everything safe and sanitized. Doing such small things and 

adapting to change, early has helped these companies become pandemic – 

giants. 

Employees 

Out with the Old: The bottom line for the old school bosses is - get down 

from the throne and take off the imaginary crown. Once a manager/boss starts 

believing that he/she is an all-powerful leader, they cut off their ties with their 

team and become less approachable as a human. Communication becomes a 

problem with them and they start believing that revenue makes the company 

instead of employees. They start micromanaging everything and the whole 

work environment becomes toxic. 

In with the New: Communication and building healthy relationships with the 

employees is the key to any company’s success. Leaders need to understand 

that the employees are the backbone of the company. Treating employees as 

humans and not as a number is a must for the new generations, newer age 

employees will not tolerate oppression and will voice it with other people, 

tarnishing the company’s as well as the boss’ image.  

One cannot make only analytics a priority whilst addressing human happiness. 

The companies with wholesome environments harnessing creativity and 

productiveness and people that degree the overall performance of latest tasks 

and investments are the agencies at the shift to the brand-new 

business paradigms and are the ones to pass the test of time. 

 

 

Aayushmaan Joshi, 

PGDM- Marketing. 



 

14 

 

NEW ROLE OF DESIGN IN BUSINESS  

A PARADIGM SHIFT 
 

The subject of design has been following advances in business, technology, and 

culture for almost 175 years. The capacity of design to adapt to changing 

surroundings is what keeps its methods relevant in times of change. As a result, 

design's continued relevance has aided in redefining the profile and elevating 

the position of designers in today's culture. 

All sorts of businesses, including once-conservative management consultants, 

financial institutions, and banks, have begun to embrace “design thinking” as a 

guiding concept and are developing internal design capabilities. 

DESIGN-LED INNOVATION- 

Business and design are strongly linked. In the mid-nineteenth century, 

contemporary design arose to meet the requirements of the industrial 

economy, and design and business have been linked ever since. Early designers 

came from a variety of professions and were drawn to the field because of 

their creative or constructive contributions to the industry's need to produce 

goods and advertising campaigns. As business models changed, so did the 

discipline of design: designers transitioned from stylists to professional 

"problem solvers." 

Many companies began to look to the design process for inspiration. Following 

many successful design-led inventions (such as Apple's iPhone and Nintendo's 

Wii game machine), design swiftly rose to the top of the corporate agenda—

but with one key distinction: design is now viewed as a field of thinking rather 

than creating.  

DESIGN AS A STRATEGIC BUSINESS RESOURCE 

Serious organizations can no longer outsource what has become a strategic 

resource due to the rising tendency of integrating design into the entire 

company strategy, the requirement for discretion, and mounting worries about 

intellectual property ownership. This is why big corporations, including several 

of the Fortune 500, have begun to invest in their design skills. Designers have 

also gotten more entrepreneurial in recent years. Designers are increasingly 

becoming involved in business development and growth. This spirit of 

entrepreneurship ushers in a new age in both design and business. Designers 

have expanded their horizons beyond product, space, and communication 

design to include business design. 
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DESIGN ENTREPRENEURSHIP 

The corporate sector isn't the only place where the concept of "designers as 

business executives" is gaining traction. This approach is gaining traction in the 

start-up world as well, particularly among firms that deal with digital 

technology. Between 2010 and 2015, at least 27 digital firms co-founded by 

designers were purchased by prominent tech giants, demonstrating the value 

that designers bring to developing enterprises. Airbnb, Snapchat, Tumblr, and 

Instagram are examples of social media start-ups. In two ways, this tendency is 

beneficial to designers: 

1. Venture capital firms are aggressively enlisting designers as partners or 

consultants to aid in the growth of their investments, and  

2. Start-up firms are prepared to swap a portion of their stock for design 

services. 

DESIGN FOR SOCIAL INNOVATION AND SUSTAINABILITY- 

Design's value as a strategic resource extends beyond the business world. 

Globalization, terrorism, diseases, overpopulation, environmental challenges, 

multiculturalism, and financial stability necessitate innovative answers and 

unconventional strategies, and design is increasingly regarded as a force for 

good. Some of the world's most powerful institutions, including the United 

Nations and the World Bank, as well as prominent foundations, such as the 

Rockefeller Foundation, the Bill and Melinda Gates Foundation, and the Clinton 

Foundation, are already incorporating design into global politics.  

Design is excellent for business; more and more companies are realizing this. 

Large companies who are already recognized for their design-led processes 

have begun to emphasize the importance of design even more by appointing 

designers to executive positions, demonstrating their dedication to design-led 

innovation (e.g., Apple, Nike, Coca-Cola, IBM). However, it's worth noting that 

these designers were elevated to executive positions not only because they're 

designers but also because of their ability to connect design with business goals 

and articulate how design can bring value in business terms. 

Designers are no longer seen as crazy creative geniuses operating on the 

outskirts of industry and society. Rather, they are viewed as strategic leaders 

who can help shape the society we live in today. On the other hand, corporate 

designers do not consider themselves to be creators of creative work created 

just to meet their demands for creative self-exploration. Instead, they perceive 

themselves as service providers who are well-versed in their customers' and 

end-user's requirements. Objects, images, and places are no longer the focus of 

design; instead, systems, tactics, and experiences are. This is why design is now 

widely regarded as a vehicle for business innovation and a social change agent.  
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What distinguishes designers working at this level from conventional designers 

is that they are no longer attempting to address issues presented to them in 

the form of a design brief; instead, they are attempting to prevent problems 

from arising in the first place by creating design briefs. 

 

  

 

 

 

Yashna Bhagchandani, 

PGDM- Human Resources. 
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CHANGING LANDSCAPE OF THE  

ADVERTISING WORLD 
 

 

 

 

 

 

What’s seen is sold. Right? Advertising is one of the main components of 

marketing or for that matter any business. Without advertising how will you 

present your products or services to the audiences. Doing business without 

advertising is like talking to yourself. You know what you are doing, but 

nobody else does. Advertisements influence the minds of the people and 

society as a whole. On an average a person sees 10-20 advertisements per 

day.  

Do you remember the quintessential advertisements of the 90’s era of washing 

powder Nirma, Rasana girl and Parle G, all these advertisements had become a 

very integral part of our everyday life? But is the advertisement landscape still 

the same or with changing technology it has been completely revamped. The 

advertising era of the 90’s was the golden age of advertisement. With the 

emergence of radio and television advertisers had the first-hand opportunity to 

directly engage with the consumers. Companies used popular celebrities and 

sportsmen to promote their products and build brands. Here the ultimate goal 

of advertising was to sell. No matter what the message or story or the type of 

product the company wanted to sell, the end goal was to sell the product.   

However, with the emergence of the internet and social media and the shift to 

digital advertisements, the advertising world today is altogether another story.  

Consumers no longer want to be given the hard sell and push of products. This 

has led the advertisers to shift their focus from just selling to begin building 

brand awareness and trust. But how can brands make consumers fall in love 

with them? In other words, how can businesses develop brand awareness and 

consumer loyalty? The answer is by giving consumers engagement. In today’s 

highly competitive environment, which brand a consumer would pick out of 

two which offer near identical services? Naturally the one which made an 

effort to engage with the consumer in a meaningful and memorable way. The 

one which acted in a more human and personal way and delivered an 

emotional engagement, a relationship consisting of loyalty, honesty, reliability, 

longevity and commitment. The generation today has learnt not to take 
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everything at face value hence they demand transparency and honesty from 

brands. As millennials they are far more aware of advertising techniques than 

previous generations and can see through various marketing strategies. If they 

feel they are being “marketed to” they are likely to switch off. Today brand 

loyalty is not a given, it has to be earned. Companies need to woo their 

consumers to make them fall in love with them and earn their unconditional 

support. Giving an amazing customer experience along with engaging in 

emerging trends to connect with the audience is the method to woo your 

consumer and make them fall in love with your brand. Also, consumers want 

to know that the brand that they support is connected with what issues or 

causes as their Corporate Social Responsibility. Strengthening this bond by 

leading a purpose that’s aligned with what they care about is best way to gain 

consumer trust. 

         Today Ad blockers have become increasingly common, preventing consumers 

from the onslaught of online Ads and commercials. This means advertisers 

have to prove their brand worthiness and value, offer true added value, stand 

apart with an individual brand character and provide a positive customer 

experience. This will help the company gain a loyal customer base. Loyal 

consumers often become advocates of the brand that they love. They will 

organically share details about your products and services amongst their 

friends, family and network. They are also less sensitive to paying premium 

prices because they understand the value that comes with your brand offer. 

         Today advertising is not just about selling, it is all about connecting with your 

target consumers and making them a part of your brand. Essentially it is all 

about targeting them at the right place and time. Today, that means you need 

to meet them where they are already spending a majority of their time that is 

online or on social media.  Enter Digital Advertising. You need to engage the 

audience online and make them a part of your brand. What really decides 

consumers' choice to buy or not buy is the content of your advertising, hence 

choose your content wisely. The world of advertising is constantly changing 

with changing times. However, the one thing that remains constant is appeasing 

the consumers.  A good advertiser changes his advertising strategy according 

to the changing consumer demands.  

 

 

 

 

 

 

Shivika Gupta,  

MMS 2020-2022.  
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CHANGING BRAND MARKETING STRATEGIES 
 

With the rapid changes in the Business World, Modern Corporations are 

forced to innovate & change their strategies to compete. But the changing 

marketing strategies is not a new phenomenon. It has been evolving right from 

the advent of Commerce.  

But one of the major differences in the marketing strategies of the modern 

world is Psychological Marketing. Today, Psychologist and Sociologist play an 

important role in the strategies of big MNCs. Advertisement is meant to 

capture the Subconscious mind of the consumer and for that a ton of data is 

produced and processed to know every detail of the customer preferences. 

A classic example is in the Retail Marts, the essentials are kept on the last shelf 

and there is a competition among the brands for the front shelves. Windows 

are not installed so that there is little remembrance of time. Brands like Spotify 

use Artificial Intelligence to curate playlists specifically based on the user’s 

habits allow users to choose music based on their moods. Colgate creates 

Trust in their Brand by showing Dentists in their Advertisements to portray an 

Expert opinion where Patanjali in their depiction shows the Ancient Yogic 

Knowledge used in their products. 

Today people are very attached to their favourite sports teams and athletes, 

which is often exploited by the MNCs who compete very hard to get the top 

athletes and teams as their sponsors. Today people in Europe are more 

patriotic to their football clubs than their country. Brands like Nike have signed 

a lifetime contract worth $ 1 Billion with Cristiano Ronaldo as their 

Ambassador. Marilyn Monroe was seen in the advertisement of Marlboro 

cigarettes in the 50s to lure women to consume their products. 

Marinating consistency in your branding efforts in 

order to make your logo and taglines more 

recognizable is also very well known. Today there are 

big Firms that charge millions from corporations just 

to suggest a Logo or a Tagline. 

Defaming strategies are also very famous & can be 

seen increasingly nowadays where a particular firm is 

seen criticizing the product of the rival firm to boast 

the superiority of their product. In the below 
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advertising poster ‘The Hindu’ newspaper takes on ‘Times of India’ where the 

former criticizes the latter for having too many advertisements & classifieds on 

its newspaper.  
A similar stint was done by Porsche where they used the result of the famous 

‘LeMans race’ to advertise the edge their cars have 

over the others.    In the 21st century, Data is said 

to be the new oil. But it also raises the question of 

the abuse of Data. Many new laws are being made 

by the Government. Google and Facebook have 

been fined heavily by the various countries for the 

misuse of information and anti-competitive 

practices. Even WhatsApp is also under a lot of 

scrutiny. Huawei is also banned in the United States 

for its close connections with the Government of 

China and the harm they can cause if the data of 

Americans is leaked to the Chinese. Similar tensions are also seen in India. 

Despite these issues, no big corporation can neglect the use of Data in today’s 

competing world. Taking about the Magnitude of Data Generation, a recent 

study shows that the data generated from the beginning of the Internet to 

2019 is equal to the data which was generated from 2019 to the present. With 

such a tremendous investment in Data, we can guess its importance in the 

upcoming Business World. 

It is worth noting that 429 of the original Fortune 500 companies listed in 1955 

are no longer in business today. This just goes to prove that in order to make 

your business and marketing strategy successful in the long run, it has to be 

adaptable and open to change along with the market. 

 

 

 

 

 

Harsh Singh, 

MMS 2020-2022. 

 

 



 

21 

 

EXPERT’S VIEW 

PARADIGM SHIFTS IN MEDIA 
 

Media In India, though a sunrise sector, has been undergoing a significant 

metamorphosis for the past 2 decades with a number of revolutions happening 

every few years. Post the advent of 3-4 cable channels in early 90s, India 

witnessed a constant change in media with NTO and then various DAS phases 

for TV, advent of internet, Change in measurement bodies of Newspaper/TV, 

Rise of digital platforms and finally the rapid climb of OTT in recent years.  

This adaptability of Indian consumers to various changes in media has enticed 

advertisers to advertise on multiple platforms leading India to rank among top 

15 Ad spenders in country and still having one of the lowest ad spends per 

capita at only 6 -7$. The uniqueness of this adaptability has resulted in couple 

of unique development which is special to Asian countries, specifically India.  

Let’s have a look at couple of 

them. 

 

Mediums are coexisting, 

not cannibalizing. 

 

With increase in avenues to 

consume content, Indians 

haven’t sacrificed one medium 

for the other, rather the 

content is being consumed 

either simultaneously or overall time spent consuming the content has 

increased.  This multi avenue increase in the consumption time spent has 

resulted in various Media houses offering similar content across platforms, so 

that they can retain 

appointment audiences as 

well have them catchup with 

their other offerings on a 

different platform. For e.g., 

while Prime time TV Soaps 

are still viewed at the 

appointed hour i.e., 8-10 pm, 

the additional viewership of 

afternoon soaps from major networks are now being driven from their OTT 

offerings.  Even the latest LA Liga championship which had hardcore football 

fanatics glued to the screen, now have them quietly viewing the same from 

comfort of their bed on a mobile while silently cheering on their squad.  
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Digital is the New Normal: 

 

When we talk about the new normal, it is usually evident when we compare 

our way of consumption with what was norm till about a few years back. 

While sitting for hours on a pot with mobile may seem normal, however the 

idea would have been quite frowned upon just a decade back! However, to 

summarize a famous author’s quote on the idea behind the New Normal is 

quite simple: ‘We’re halfway there’. When we talk about new normal, its 

usually about everything digital. However Digital revolution, which truly began 

in 2000s, is only half way there.  That means we have as much of a journey 

ahead of us as we have behind us. Everything we do from this point forward 

will have one common characteristic; we will expect things to be digital. This is 

a statement on how our perception changes when digital is just ‘normal’. We 

will expect digital things to always work, and will have a zero tolerance for 

digital failure 

An interesting fact can be observed that the half-life of adoption of new 

mediums is continuously getting smaller. TV took about 50 years before it 

breached 50% adoption rate, Radio and Print slightly lesser time. However 

social & search have taken less than decade since inception to reach 50% 

adoption, or Half Life Adoption. The next few decades will have an ever-

changing scenario, as the Half-life of Adoption would drop even more in an 

ever-increasing digital world and society. This will have some fundamental shifts 

in our behavior and our adoption of technology. The subsequent impact on 

businesses and the way they use technology will be enormous. 

 

Content: Key to driving adoption. 

 

2018 saw Netflix and Amazon spending more than 40% of the overall 

production budgets! These massive investments by OTT services in originals as 

well as acquired content helped drive subscription for video-on-demand. Apart 

from creating original content and facilitating binge watching, networks and 

production houses have also begun to see value in getting rights to live events 

and performances. Audiences in India recently saw Filmfare and a streaming 

social network join forces for the first-ever OTT awards. This was a landmark 

event for India’s media and entertainment industry in many ways. It was also a 

battle for eyeballs for two big media behemoths when SonyLIV and Hotstar 

both competed for the Football base with La Liga and Champions League.  

Over the past two years the short format user base has grown by 65% year-

on-year. Estimates say that over 50,000 creators have a following of over 

100,000 each on short video platforms resulting in democratizing the creation 

of content. Furthermore, the next growth in OTT is expected to come from 

Tier 2,3,4 cities and the Indian language speaking population. Zee5, the top 
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domestic streaming platform set up by India’s biggest television broadcaster, is 

betting on local content to fend off big-spending rivals.  

The relentless focus on storytelling in 

these platforms seems to be having a 

ripple effect on mainstream cinema as 

well. With audiences having access to 

more quality content, many in the 

mainstream film industry say that 

storytellers, irrespective of the medium, will now be held to a much higher 

standard. In short, well-told stories are back in the limelight, pushing stars to 

the background. 

 

Covid, a catalyst,  

 

2020 was more than just a pandemic-impacted year. While business is trying to 

gain lost ground, multiple facets are impacting recovery across sectors. 

Consumer are redefining lifestyles as open and possible is not leading to a 

revert to the past normal especially in larger cities. It also further disrupted the 

already fast evolving media and entertainment sector, with some changes 

having long-term implications.  

The world stumbled upon the reality of entertainment in the digital space 

mainly thanks to the Covid lockdown. Most of the OTT platforms witnessed 

their first true growth during the lockdown, with some OTT platforms at least 

doubling their loyal subscriber base during this period.  

Covid has not only driven digital consumption but TV consumption shot up 

during thi period too. During the first lockdown, with the dearth of fresh 

content, the media houses reverted back to old tried and tested formula. Old 

favorites like Mahabharat, Ramayana, Buniyaad, etc., were received to a great 

fanfare. It almost seemed like appointed viewing had almost come back!  

While we continue to see many new players and formats spawning on mobile 

platforms, traditional bastions like TV and print continue to hold sway in their 

own manner to reach and impact audiences at large leading to an increased 

complexity.  While this amalgamation and upheavals were expected in coming 

year, lockdowns due to covid has certainly contributed as a catalyst in the 

change. 

 

Advertisers have reflected this buoyancy with an increase in marketing spends 

across vehicles. Despite the shift in location and lack of in-stadia fans, IPL has 

kept its promise of being the most popular media event with many nail biting 

matches. Other platforms continue to woo the viewers with a plethora of new 

content. Print shows strong signs of revival and there is a comeback of radio 

and OOH demonstrating that business is pinning its hopes on a good festive 
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result. Online social platforms continue their engagement enhancing options 

for consumers, enabling interesting ways to share moments of life, be it 

through stories on LinkedIn or new lens and sound on Snapchat. 

 

The Future 

 

The overall impact of all the shifts is that there is a constant and ever-changing 

scenario and immense yet the lack of clear and certain responses has led to a 

dynamic and somewhat uncertain scenario. While we expect media to recover 

completely and be on its growth path in recent years soon, the recovery will 

vary. Media consumption in near future is expected to be media agnostic, and 

not just with OTT V/s TV, but also print vs Apps consumption or Radio v/s 

Audio OTT consumption. Sector is expected to rehash itself and have a 

paradigm shift from Offline Vs Online sections to a much more differentiated 

Video v/s text v/s Audio V/s Experience with screens continuing to evolve 

continuously and increase to more than a Billion screens. 

 

 

Mr. Satish Pai, 

Associate Director, Strategy in Media. 

Lodestar UM. 
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FACULTY CORNER 

EMOTIONAL INTELLIGENCE  

 FUTURE OF THE NEXT NEW NORMAL 
 

Covid-19 has remodelled the landscape of the current era. The pandemic 

reminds us of every apocalypse human race could’ve ever imagined. With the 

rise in emerging business trends, gaps in the healthcare system, rapid 

digitalization, elimination & evolution of physical set-ups have left us all on a 

question mark. There’s still so much left to explore, so many questions are still 

unanswered, so many circumstances seem beyond human explanation. 

Out of all the tremors, economic hysteria turns out to be the most lethal one. 

The global outbreak of coronavirus (Covid-19), has toppled the daily lives of 

millions of people around the world. The pandemic is estimated to cost the 

world economy an astounding $1Tn given the current impact. A total of 81% 

of the global workforce of 3.3 billion people have had their workplace fully or 

partly closed.  Nearly 200 million people would have to bear the heat of losing 

out on their jobs. Underemployment is also vastly expected, as the 

consequences of the virus outbreak translate into reductions in working hours 

and wages due to the financial crunch.  

The panic, fear, remorse, distress amongst the public throughout the globe are 

spreading faster than the virus itself.  Similarly, in the realm of employment, it 

is palpable that the majority of the workforce is experiencing high levels of 

uncertainty, disorder, worry, and stress, while those with pre-existing mental 

health conditions such as depression, anxiety, and obsessive-compulsive 

disorder (OCD), and similar issues may find that these are being exacerbated 

by the current conditions. While most employees are aware and accepting of 

the level of stress and worry that complements their jobs, the sudden surge in 

the levels of these dark emotions are proving fatal in extreme cases.  This 

massive shift in business trends have thrown the leaders and thinkers off-grid. 

A lot of us are still fathoming and recovering from the ill effects of this 

catastrophe. In such a setting, social skills will be marked as the most heavily 

tested skill. It is easy to preach how people ‘should’ or ‘should not’ ‘behave’ or 

‘be’ but in the real sense, these changes take a lot of time, effort & patience to 

root in.  

Employee mental health is paramount to the success of any organization. A 

business practice integrated with mental health facilities will continue to thrive 

and sustain in the long run. In fact, a study confirms that EI accounts for nearly 

90% of what sets high performers apart from others with the same skill-set. An 

EI-infused workplace will empower and enable the employees to address this 
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inevitable and unpredictable shift in the corporate setting. The months ahead 

will probably be quite precarious, dynamic, and unpredictable. The only way 

forward now is - IMMUNITY & INNOVATION. They say structures help you 

navigate through the chaos. Emotional intelligence is a wonderful construct 

that not only prepares you to embrace changes but also be corona-ready. This 

is where EI swoops in as a saviour restoring the most craved sanity. 

 

Dr. Jyoti Chandwani, 

Associate Dean Academics. 

VESIMSR. 

 

 

 

BLENDED LEARNING - A PATH FOR EDUCATING THE RURAL 

MASSES IN THE FUTURE, POST COVID - 19 

 

 

The covid 19 pandemic and the closure of schools have led to innovating 

different forms of learning rather than the face-to-face learning environments. 

We have transitioned from a face-to-face learning environment to remote 

learning platforms. Remote learning platforms however require a digital setup, 

technology, and mobile phones to access information. The penetration of 

technology in rural India is very low and therefore one of the regions that are 

suffering the most because of this pandemic is the rural areas. Now is the time, 

however, to look at the situation of the rural areas and find an alternative 

learning method for the rural areas. Blended learning is a form of learning 

where the learning is combined in both the online and offline modes.  

 

  Ms. Rasika Soman, 

MPhil Graduate from the University of York. 
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MANAGEMENT EDUCATION IN THE 21ST CENTURY 
 

Covid-19 has impacted millions of lives in a zillion number of ways. It has 

resulted in severe lockdowns as a part of precautionary measures causing 

people to get trapped in their own houses. Some people were able to see the 

silver lining while for many it is still a misery. 

Social distancing has caused even a bigger scar in our lives than it already was 

leading to mental health problems amongst many. The entire process has 

brought about a transformational shift in educational, employment and overall 

operating patterns. The educational realm as a whole took a severe hit due to 

this entire system of education built around physical alma maters. After that, 

the conventional methods became redundant. Efforts were taken to mitigate 

the disastrous outcome leading to over 100 million students falling below the 

proficiency list. The status-quo also highlighted the importance of test-pipeline.  

Online platforms came to rescue in light of damage control pertaining to this 

catastrophe. Technologies such as video tutorials and online conferences 

helped in keeping students engaged, obviously with potential back-drops and 

loopholes. For instance- Google search is flooded with keywords related to 

safe online testing, safe testing, online testing, and so on. The examination 

process still remains a relatively tricky aspect, requiring further research & 

exploration. Examination marks is a key element, without which, the entire 

process of education seems futile. 

Going forward we could resort to various permutations and combinations of 

the following measures to keep the system intact.  

• Innovate & Implement learning recovery programs - 

An Accelerated learning programme could help bridge the learning gap 

between Online platforms & Technologies such as remote control, secure 

browsers and artificial intelligence-based proctoring, are some of the methods 

to combat the heat of the current scenario. 

 

• A fund for advancement in education. 

 Online platforms have proved to be quite economical, saving the physical 

costs, contributing to electricity, commute, allowances, meals etc. But a fund 

should be reserved to buy new technologies, products to accelerate the 

learning process. 

 

• Prepare for future shift in trends  

One of the many things that the pandemic has taught us is to always have plan 

B. In order to support this vision, we should come up with mixed models of 

imparting knowledge and implementing an eclectic approach with a flexible 
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curriculum. Schools should be prepared to switch swiftly between online & 

offline modes. 

 

• Appropriate training to the staff 

The faculties and other members responsible for conducting lectures, holding 

quizzes & exams or any other process in the chain should be effectively and 

efficiently trained. Maybe a crash course in digitalization, specific to the 

university would help. The staff should be made tech-savvy to dodge the 

malpractices and failures of online-platforms. 

This results in flexibility and the students get ample time to ponder about what 

they have learned. This form of learning is especially fruitful if implemented in 

rural areas as it can lead to inclusive education. Gender barriers can be 

minimized and the girls who were earlier not allowed to go to school or travel 

far-off places can benefit from this flexibility. It will also lead to more 

interaction amongst the students in the rural areas, leading to group cohesion. 

Blended learning can also form a future lifelong strategy when we will be trying 

to live with the virus and at the same time improve our lives. Therefore, this 

form of learning should be thought of as a future way to achieve sustainable 

development in education and education for all.  

 

Mr. Vivek S Prabhu, 

Registrar. 

VESIMSR. 
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PRINTING MORE MONEY FOR STIMULATING 

ECONOMIC GROWTH 
  

Normally printing more money doesn't increase economic output. It only 

increases the amount of cash circulating in the economy. If more money 

is printed, consumers are able to demand more goods. In a normal 

world, printing money will just cause increased inflation. 

However, the world is far from normal right now. The Indian economy is 

suffering from the double whammy of supply-side constraints due to 

unavailability of labour for production, as well as demand shortfall due to loss 

of income. There is a general dampening of consumer sentiments, leading to a 

sharp drop in consumption. Industries, as well as renowned economists in India 

and abroad, have been recommending a fiscal expansion that the government 

has been loath to undertake in order to maintain its fiscal deficit targets. The 

much-touted 20 lakh crore stimulus packages, estimated at around 10 percent 

of the GDP, has fallen short of requirements. It appears that the government’s 

stimulus package lacks major near-term support for the economy and may not 

be adequate to restore India’s growth trajectory. 

The actual fiscal spending that the Indian government will do is around Rs 2 

lakh crore, translating to just one per cent of the GDP indicating that the 

government is taking fiscal caution in dealing with the pandemic. India’s 

stimulus package includes monetary measures taken by the Reserve Bank of 

India as well. 

The abovementioned factors, coupled with the need to raise financial 

resources to fight the pandemic and curtail the fiscal deficit, has pushed the 

government towards increasing fuel prices. This, in turn, has fuelled further 

inflation as an increase in fuel prices negatively impacts almost all sectors of the 

economy. This tends to push the Indian economy to a state of “Stagflation” i.e., 

a catastrophic combination of stagnating growth and rising prices. This would 

push more and more people into the throngs of poverty.  

The only way to come out of this downward economic cycle is to kickstart a 

virtuous cycle of growth that keeps people afloat and at the same time 

reinvigorates demand and subsequent growth. In such a scenario, a direct cash 

transfer amounting to a fiscal expansion of just another per cent of GDP, 

totalling to an additional Rs 2 lakh crore, would put more than Rs 70,000 as a 

one-time benefit in the account of all Jan Dhan account holders. The benefits 

of such a scheme have been highlighted in the first pilot study on Universal 

Basic Income (UBI) in India, where the lead researcher Sarath Davala, said that 

it will help the country eradicate poverty. Such a move will not only help in 
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generating demand in the economy, but will also alleviate the extremely rural 

distress that has been exacerbated by the millions of migrant labourers who 

have returned home but have little or no work. The increased demand will 

hopefully help small and medium industries rekindle their order books. 

Consequently, it will re-generate demand for labour. This will trigger a reverse 

migration of labour leading to the start of productive activities. It will 

eventually help the economy get back on its feet. 

Unusual times demand unconventional thinking and if there was ever an 

opportunity to try something new and unconventional, then the time is now. 

Bold steps like printing money and giving it to people might just re-write the 

conventional economics textbooks with a chapter on the “Great Indian 

Economic Revival”. 

 

Prof. KV Ramakrishna, 

Adjunct-Faculty-Finance. 

VESIMSR. 
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THINK GLOBAL. ACT LOCAL.  

The need for being Vocal for Local 
 

THE FUTURE OF INTERNATIONAL BRANDS IN GLOBAL ECONOMIES  

IN THE FACE OF RISING NATIONALISTIC SENTIMENT. 

Indian consumer is slowly but surely, becoming what is known as a global 

consumer. Post-liberalization in the 1990s, as the Indian market got flooded 

with foreign goods and brands, the loyalty that we Indians harbour towards 

goods of foreign origin (in certain product categories), has only been on the 

rise. However, the state in which the world finds itself in, in 2020, and India 

especially, with its peculiarly aggressive neighbours and a “vocal for local” 

national leadership, has started a wave of pro-local consumer sentiment 

worldwide. Segments such as mobile phones, consumer electronics, beauty, 

apparel, etc. which were traditionally dominated by foreign brands, are now 

seeing, at least in principle, a tidal shift towards local brands. However, 

constraints in the form of quality, pricing, and to put it simply, brand 

positioning, continue to limit the impact that this surge of sentiments has on 

the actual sales of global and local brands. 

THE CURRENT PICTURE 

THE ENTRY OF THE INTERNATIONAL PLAYER 

“Adversity brings us all together” 

In the past few decades, Indian masses have become more welcoming of 

international products, across all walks of life. This rapid incorporation of the 

international market into the domestic consumer’s basket started with the 

advent of liberalisation. It has been a blessing for the Indian players and 

manufacturers as well, since to remain competitive in the markets, local players 

have had to ‘up their game’ literally and have consequently improved across 

the parameters of performance, quality and even their efficacy. 

Regardless, from a market-demand perspective, international brands have 

managed to make considerable headway into the markets and have captured 

large chunks of the Indian luxury as well as the middle-class market. The 

biggest driver of this growth-in-preference for these goods has been their 

quality assurance and association with a higher socio-cultural image, which has 

persisted despite their higher prices when compared to their Indian 

counterparts.  
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GLOBALISATION DRIVEN GROWTH 

Globalisation and mass-media have had their fair share to play in this growth. 

They have catalysed awareness and aspirations towards attaining an 

international lifestyle and cultural assimilation within a population which does 

not mind paying extra, for assurances of quality and popular appeal. 

THE VOICE FOR LOCAL OVER GLOBAL 

THE NATIONALISM TWIST 

However, one factor that supersedes all of this is the feeling of patriotism-and-

nationalism. The wave of nationalism that has gripped governments across the 

world has been a primary challenge to the presence of international brands in 

diverse economies and geographies. Additionally, what is peculiar about this 

sudden shift is that only imports are being discouraged. Traditionally, curbing 

imports has also implied the curbing of exports as well, but right now all 

economies want their public to consume local while producing globally. This 

can be due to the disruptions in global supply chains brought about by the 

pandemic, an attempt to save precious foreign exchange or simply to bolster 

domestic industries. 

Brand positioning then becomes a key part of the narrative. And Local brands 

need to leverage their “country-of-origin” roots to gain a competitive 

advantage over larger, well-established foreign brands, who have much deeper 

pockets. A great example would be that of Patanjali, which built an empire for 

its products, effectively leveraging the nationalistic narrative.  

PATRIOTISM & PHILOSOPHY  

From an Indian perspective, the recent events around the world, be it the 

impact of the COVID-pandemic on global supply chains and the ensuing 

shortages in product choices or the military stand-offs against China, 

international political issues have always impacted consumer preferences. Such 

events have forced countries to look inwards and promote domestic industries 

and products.  

However, in the age of globalization, no country can continue to remain an 

island. As international trade normalizes and the glaring lack of substitutes for 

Chinese products (mobile phones, electronics, APIs, etc.) becomes evident, 

consumers will go back to international brands, simply because of the lack of 

substitutes both in terms of price and quality. Local brands need to constantly 

reinvent themselves, amidst constant political and economic chaos, as from a 

national perspective, just being national will not be enough. 
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THE IMPACT ON BRANDS 

Before understanding what sort of an impact this new campaign has had on 

global as well as local brands, let us first understand what a brand is. A brand is 

a conglomeration of the product’s function, value-proposition, consumer-

connect, and levels of differentiation vis-a-vis other similar brands. So even 

though the choice-making process seems arbitrary at first sight, it depends on 

multiple consumer-specific factors which in turn shapes the demand at the 

macro-level.  

SURGE IN DEMAND FOR LOCAL 

The pandemic has been a blessing in disguise for local brands. Even though the 

initial months of the lockdown were especially tough for local brands, 

especially the MSMEs, the pitch for “vocal for local” has indeed helped shift 

consumer preferences towards Indian brands and products. A better 

understanding of local consumer preferences as well as hyper-local supply 

chains, gave such brands a natural advantage over well-established foreign 

brands. Going ahead, as people shift back to their pre-COVID patterns of 

consumption, local brands need to continue reinventing themselves, and move 

beyond just the “vocal for local” narrative, to drive long-term brand-loyalty 

and value. 

IMPULSIVITY BOOST BY LOCAL BRANDS  

A key factor why local brands trump over international brands, especially in 

certain segments, also lies in the psychological distance between the consumer 

and the attributes that the brand/product projects. This smaller distance makes 

the features more concrete, immediate, relevant, and easier for the consumer 

to relate to the product. Thus, this psychology-driven impulsivity increases the 

likeliness of a purchase taking place.  

EFFECT ON CONSUMER-BASED BRAND EQUITY AMONG STATUS-SEEKERS 

According to multiple research studies, when choosing between country-of-

origin brands and foreign brands, consumers who possess the purchasing 

power to cover both ends of the price spectrum, have a strong preference for 

the latter. This is explained as “status-seeking behaviour”, and such consumers 

are known as “status seekers”. What drives this behaviour? The simple 

principle of scarcity and rarity. The brand association, perceived quality, and 

brand loyalty for such customers, is extremely high for foreign brands. This 

displays the success of aspirational global branding strategies, which makes 

foreign brands “aspirational”.  

Whereas on the other end of the spectrum, consumer ethnocentrism 

promotes aspects which are culturally similar and rejects dissimilar aspects. It 
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harps not just on quality, but on “perceived quality”. Again, multiple factors 

impact consumer perception. Take the case of India’s recent standoff with 

China. The military stand-offs on the LAC, did not alter the quality of popular 

Chinese mobile phones in India. But the swell of patriotism did alter the 

“perceived quality” and impacted the sales of such brands, albeit for a short 

time period.  

THE WAY FORWARD 

WHICH BRANDS NEED TO DO WHAT? 

An interesting factor within these brand preferences, 

has been the relevance of the segments themselves. 

Segments such as electronics, branded apparels, 

mobile phones etc. have a strong foreign appeal, 

whereas, for segments such as food products (dairy), 

tea, biscuits, etc., local tastes, experiences, and 

relationships matter much more. Thus, it becomes 

imperative for a brand to identify the inherent nature 

of the segment it belongs to and strategize its 

branding activities accordingly. 

IS VOCAL FOR LOCAL SUSTAINABLE? 

Regardless of what the public appeal is, the fact of the 

matter is that it is easier said than done. One can 

make the people want to switch over from global to 

local brands, but it is easier said than done. As the 

following infographic shows, there aren’t many alternatives to credible 

international consumer-products that have become an almost essential part of 

our daily lives. 

Hence, it is very likely that the sudden surge seen in the demand for local over 

global, is indeed short-lived. It is unsustainable in the long-run. It will lose 

steam the moment when the nationalism and patriotism-driven shift in 

preference begins to hinder consumer convenience. 

 

 

 

 

 

 

Vasu Golyan, 

 Indian Institute of Management Indore. 
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AN INEVITABLE TRANSFORMATION 

PARADIGM SHIFT IN THE ENTREPRENEURIAL 

ACUMEN 
 

“It's not about income, it's about assets that generate income.” 

-Robert Kiyosaki 

Entrepreneurship is a subtle art of value proposition and a zeal to address the 

pain points in society. The rapid industrialization coupled with the recent IT 

boom has paved the way for an inevitable transformation in the way businesses 

are envisaged. Until the end of the 18th century, the businesses were best 

described from a mercantilist perspective, with no distinction between trade 

and business. The traditional businesses relied on trading food, artifacts, and 

craftsmanship. The Industrial revolution replaced craftsmanship with mass 

production, and recently the IT revolution has institutionalized the notion of 

service in a business. Traditionally, business houses were run by the elite 

families of the region. However, a Harvard Business School professor, 

Dibyenndu, believes that most family businesses are doomed after three 

generations. There can be many plausible reasons for this conjecture ranging 

from the incapability of successors to the modernization of the economy, 

wherein talented and skilled individuals can raise funds without any alliances 

with the big business houses. As pointed out by Kiyosaki that income is 

generated through assets and operations; maybe in the family business, these 

assets mature, which leads to a decline in the family business. Thirteen start-

ups entering the sought-after unicorn status in the first five months of 2021 are 

a testament to the fact that the 21st century is the best time for first- 

generation entrepreneurs in India. 

Leveraging technology for business & Cybersecurity 

When the entire world is engulfed in the deadly COVID-19 pandemic, the 

businesses based on technology or the ones that adapted technology in their 

value chain boomed and even surpassed the pre-pandemic levels of growth. 

Technology has emerged as one of the quintessential levers in modern 

businesses – ranging from grocery, pharmaceuticals, BFSI, education, health, 

and consultancy. Information Technology & AI simplifies, digitizes, automates, 

and makes the process less susceptible to human errors. Data analytics helps a 

business track, analyse and find loopholes in the existing strategies of a 

company. Successful companies leverage these tools to track user engagement, 

the likeability of their products and check if their marketing or discounting 
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strategy is yielding anticipated results. These key insights can help segment 

customers and formulate a tailor-made approach for the targeted customers to 

ensure customer retention in a competitive market. Chatbots and automated 

calls personalize the customer journey 24*7 at a cheap rate. The integration of 

AI with chatbots by multinational giants like Amazon solves a significant 

number of queries without any manual intervention, thus cutting costs for the 

company in remittances to the employees. 

The graph represents the estimated annual savings by replacing chatbots with 

employees in the United States. The money saved from these daily expenses 

may be invested in strengthening the supply chain, innovation, and marketing. 

Email marketing tools with a series of automated emails based on a customer's 

response to an email, funnel creation and leveraging Google AdWords and 

Google Analytics are cheaper mechanisms to ensure a call to action. In the 

Indian context, education is 

widely accepted as an offline 

offering.  

However, the COVID-19 

restrictions have even 

digitized the education 

industry, with the likes of 

Byjus and Unacademy 

acquiring multiple start-ups 

and established businesses 

like Akash. 

Ed-tech and fintech start-ups 

are particularly attracting 

prestigious institutional and angel investors across the globe. The online 

consultancy service, online payment interface, emails, and What’s app business 

should be leveraged by the 

enterprises to enter the blue 

ocean. 

However, there is a downside 

to the ever-arching increase in 

technology – reduction in 

employment, the inability of 

chatbots to handle complex 

and ambiguous queries, which 

may deteriorate consumer 

experience.  
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Cybersecurity and data privacy is also a concern, especially in 

India, given the vague IT laws that provide immunity to the companies, even in 

a data breach. Recently, the data of about 18 crore Dominos users was leaked 

and sold for Rs 4.5 crore. Given the fact that the bank and other sensitive 

multimedia information like personal videos and photos are linked with 

smartphones, such data breaches may escalate to severe unrest in the country. 

Hence, while leveraging data analytics, a business must invest in architecting a 

robustly encrypted firewall and assure its customers of utmost care about 

privacy to flourish. Data breaches jeopardize the reputation of the company at 

the stake of its consumers. The businesses investing in ensuring data 

confidentiality tend to gain handsome dividends in the long run. 

Sustainability 

The cut-throat competition in the existing corporate landscape has made it 

inevitable for the businesses to align themselves with Freeman's stakeholder 

theory. In the ruthless market, business leaders should be visionary and align 

their operations in the interests of all the stakeholders. Customers, employees, 

and society appreciate businesses that value innovation and prioritize their 

interests over appropriating profits. Hence, a sustainable business must focus 

on the 3 Ps – People, Planet, and Profit. Thus, it shouldn't surprise that 

successful companies align their mission and vision statement with the SDG 

goals. For instance, Unilever’s corporate vision is “to make sustainable living 

commonplace. We believe this is the best long-term way for our business 

to grow.” The vision statement elucidates the importance of the PPP bottom 

line of businesses. The start-up, Zomato, has pledged to replace its existing 

delivery vehicles with electric scooters by 2030. A sustainable approach 

constructs an appreciable brand image and even adheres to the definition of 

entrepreneurship in its essence, which is to solve the world's problems. Apart 

from this, a company must be cognizant of topography's religious, social, and 

cultural norms before starting its venture. Successful entrepreneurs harmonize 

the interests of all the stakeholders. 

Entrepreneurship: Risks & Rewards 

The emergence of first-generation entrepreneurs like Ritesh Agarwal is a 

testament to the exorbitant returns associated with entrepreneurship. With 

access to foreign capital, open markets operating in a liberalized economy are 

no less than a heaven for budding entrepreneurs. India is constantly making 

strikes in the ease of business rankings as well. India has improved its ranking 

from the 142nd position in 2014 to the 63rd position in 2020. Make in India and 

Start-up India initiatives provides a cushion to the entrepreneurs devoid of 

capital. A businessman not only makes money but earns fame and respect in 

society. However, it is also a risky affair that deters people from joining the 

cohort. In a developing economy, with per capita GNI close to 6,920 PPP 
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dollars (2019), most aspiring entrepreneurs aren't wealthy enough to tolerate 

financial risks like bankruptcy. The reputational risks compounded with political 

and competitive risks make it impossible for risk-averse individuals to start a 

venture. Additionally, the normalization of jobs, especially government jobs, as 

safe and sound position disincentivizes people to start up. However, Gen Z is 

breaking these shackles of society by educating themselves from online 

platforms. The relaxation of business laws by the government will motivate 

more entrepreneurs to take that risk, which may transform their lives. The 

perception of funding only the Tier-I institutes is changing with the likes of 

entrepreneurs like Ritesh Agarwal and Kunal Shah emerging as the voice of 

Indian start-ups. However, this is a gradual change, and it will be interesting to 

witness how this unfolds. Such stereotypes should not deter non-Tier-I 

students from starting their ventures because they may follow the bootstrap 

model. For example, Nithin Kamath, the founder of Zerodha, has propelled his 

company to the coveted unicorn list without raising any funds. 

On a concluding note, the start-up ecosystem seems to be on the rise in India. 

The entrepreneurs should follow their passion and leverage technology with a 

few caveats to pierce any market. It is expected that markets will bounce back 

strong post the pandemic. With rising per capita income levels and living 

standards, pursuing one's passion after a thorough cost- benefit analysis is best. 

In the 21st century, the business isn't merely confined to the product; it is the 

entire customer journey from acquisition to retention. A company must 

provide a memorable experience to elicit an outstanding brand recall value 

because no marketing tactic equates to word-of-mouth marketing. 

 

 

 

 

 

 

Ishan Anshul, 

Indian Institute of Management Indore.  
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PHYGITAL APPROACH IN BUSINESS 

THE NEW HYBRID FOR THE FUTURE 
 

No one in the late 1960s could have imagined the world-changing impact that a 

simple internet prototype called ARPANET could have. Originally created to 

better facilitate collaboration between scientists and engineers in the US, its 

model was soon adapted worldwide and became a global phenomenon. Every 

industry that adopted it underwent massive transformations and this 

collectively ushered the new age of e-commerce. With new e-commerce 

behemoths like Amazon, Alibaba, there has been a radical shift of clients 

towards the online platform. Physical retail shops suffered a heavy blow as 

customers' dependence on them gradually reduced.  Workplaces that were 

less automated hinted at less productive workflow as compared to the highly 

automated ones. However, now with the ubiquity of digital resources, many 

companies are reinventing themselves in a newer direction— the phygital 

business model. The paradigm shift, which has progressively challenged the 

realignment of the businesses all over the world, has spearheaded some of the 

rapid innovations in this area. 

What Exactly is Phygital? 

Originally trademarked by the Australian agency Momentum, it is a 

portmanteau of two words: digital and physical. It perfectly encapsulates the 

new business idea as things were neither completely online nor offline, but a 

combination of both at once. It was successful in transposing the “real-life” 

activities into digital entities, with equally relevant reverse tendencies. This is 

gradually but surely changing the way we shop. Companies are now concerned 

with providing a seamless and omnidirectional experience—offering the best of 

both worlds. Although ample examples exist, the focus of this discourse will be 

on three recent innovations in the consumer shopping sector which have 

redefined the shopping experience, breaking the limits of every physical retail 

store. 

Why Blend the Best of Both Worlds? 

The future belongs to the Gen Z, and the companies know it. They are the 

most evolved, most connected and most educated generation yet. Although 

they have the largest share in online presence, statistics show that they prefer 

to buy from physical stores more. Data collected from Numerator Info Scout 

Omni Panel consumer panel of more than 500,000 U.S. shoppers indicated that 

millennials preferred more online shopping as compared to Gen Z. 63 % of 

millennial panellists preferred online shopping as compared to 53 % of Gen Z. 

All these statistics prove why companies are so focused on investing to 

develop a phygital experience for their products and services. 
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Paradigm Shift in Work Automation 

In the age of accelerating machine learning, artificial intelligences and advances 

in robotics, ushering a digital revolution, workplace automation is expected to 

outperform and replace 

human labour, even in areas 

requiring cognitive abilities. 

Routine activities such as 

physical work in highly 

predictable domains as well as 

data collection and analysis are 

at the highest risks of 

automation. Trends show that 

the worldwide demand for 

industrial robots has increased 

over the last 13 years and will 

continue to increase (Source: International Federation of Robotics). Digital supply 

chain management and automated logistics are now a staple in the e-retail 

industry. The COVID-19 pandemic has played a pivotal role to greatly 

accelerate the global automation revolution. Experts say that by 2030, almost 

half of the world’s jobs would be replaced by automation. While these trends 

may appear challenging, they may also be the most promising developments for 

the employees of the future.  

Why need trial rooms when you can try everything digitally? 

Amazon has patented a smart mirror that lets the user use apparels and 

makeup without trying them on. These mirrors called the AR Mirrors, are 

increasingly used by several famous apparel and makeup brands to make 

shopping a pleasant experience for the customers. Products are augmented by 

applying computer-generated perceptual information. For instance, Timberland 

is using Kinect technology (the same used in Microsoft Xbox) to create a 

virtual fitting room, thus increasing the foot traffic of their stores. According to 

an analyst brief by 451 Research, a whopping 56 % of consumers who left a 

target store, complained of long lines to try on the products. However, this 

problem becomes a piece of cake when solved with AR mirrors.  Customers 

can easily stand in front of the mirrors and select what they want to wear, let 

alone try out different outfits and search appropriate sizes. A large virtual 

inventory ensures better chances that the consumer will find what he or she is 

exactly looking for. Purchases can be directly made from the screen of the AR 

Mirror. 
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Why should you pay when 

you can just walk out? 

When it involves shopping, 

no other company impacts 

the shopping experience 

more than Amazon. They are 

revolutionising grocery and 

read-to-eat food shopping 

with their latest innovation— 

Amazon Go and Amazon Go 

Grocery. They are indistinguishable from regular departmental stores, except 

there is no cash counter. So how do you shop? Just walk in, pick the stuff you 

want, and you are good to go! Amazon likes to term it as a “Just Walk Out” 

experience. It requires an app, which you need to scan and after shopping 

Amazon just emails you the receipt. The store relies on the same type of 

technologies as seen in self-driving cars and uses deep learning, sensors and 

computerised vision. The store automatically detects when products are 

picked up and returned to the shelves, and maintains a virtual cart for each 

individual. As an added advantage for the company, it saves overhead costs and 

also prevents shoplifting to a greater extent.  

Final thoughts 

The above innovations, although only a tip of the iceberg, effectively highlight 

how the interlacing of technology can give businesses a new dimension of 

competitive advantage. In the highly plastic business landscape, digitisation is 

sure to cause continuous ripples, to which companies and businesses need to 

continuously adjust. Although major phygital innovations in retails seem to be 

the prerogative of a technophile minority, it is expected that the accelerated 

digital revolution is sure to make these innovations more popular and 

widespread. The era of blurred boundaries is sure to present itself in a 

multitude of simultaneous paradigm shifts, each working as a suitable catalyst 

for the new innovation. 
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TECHNOLOGY AHOY! 

THE MARITIME INDUSTRY'S FORAY INTO THE 

UNCHARTED WATERS OF TECHNOLOGY 

 

The Maritime Industry, probably the oldest global trade industry has been part 

of human civilizations growth for centuries, often being the catalyst for this 

very growth. Be it from the discovery of new lands or setting up trade 

between countries by sea, or the very first global trade supply chains, the 

world has progressed on the backs of the Maritime industry.  

For long the growth and development of the maritime industry has focussed 

on building ships that are bigger, faster, and more efficient. The Shipbuilding 

industry has used the advancement of technology to transition from wooden 

to steel ships and then to be able to make multiple ships as fast as possible. 

The Maritime industry has used the advancements in technology to digitalise 

age old practices and capitalise on technologies that created ever more 

efficient machines. But for decades the industry has not harnessed the true 

potential of technology of the modern world. While some began understanding 

the need to change, the Pandemic highlighted the importance of it. 

Changes in the Maritime Industry have often been slower because any change 

in one part of the world affects the entire global supply chain. For E.g. When 

Indian ports banned the usage of single use plastic bottles by ships coming to 

its ports. The effects of it could be felt by ships which were stocking up for 

stores on the East coast of South America. Thus, changes such as the 

implementation of the ECDIS (Electronic Chart Display and Information 

System), which replace the centuries old way of using paper charts for 

navigation, was adopted in January 2011, and took 7 years to be implemented 

across the world and across all ships. This domino effect and the presence of 

numerous stakeholders from customs to ship owners to ship builders to 

national policies has reduced the emergence of gamechanger developments. 

But over the past 3 years Shipping companies, Cargo specialists and ship 

builders have started paying attention to the changing technological trends and 

how they have impacted various other sectors. This has brought about the 

emergence of partnerships and companies that are preparing for the supply 

chain of the future. Some examples are: 

Maersk Shipping and IBM collaborating to create “TradeLens”, a Blockchain 

based system that brings together various parties from suppliers to Customs 

to freight forwarders. This platform aims to increase transparency and reduce 

delays caused by vast amount of paperwork that is to be carried out and which 

varies from each country the ship visits. 
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AI and Machine Learning is being used by companies such as MAANA that is 

taking the expertise of the industry workers to create better decision-making 

programs that can assist those when split second decisions need to be made in 

the shipping industry. 

Kalmar and Mitsui OSK Lines are working independently on improving voyage 

efficiency of ship by relying on Big Data and AI to improve fuel consumption 

and use weather forecast and past data to ensure that shipping is ever more 

cost effective. 

Just like the new frontiers 

opening that are mentioned 

above, there are changes in 

the ship building industry. The 

emergence of Industry 4.0 

and the labour shortage due 

to the Pandemic and 

subsequent lockdowns, have 

woken up the shipbuilding 

industry from a long slumber, 

heralding in a new era for 

this extremely manual labour 

reliant industry.  

The emergence of these 

technologically advanced 

new companies in the 

maritime industry, and the 

emergence of Industry 4.0 

has brought about a new 

phase in the shipbuilding 

industry called “Shipbuilding 

4.0”.   

Shipbuilding 4.0 will include changes such as 3D modelling and ship building for 

smaller crafts, Internet of Things enabled machinery that will ensure automatic 

replenishment and placement of steel plates used for the ship’s construction, 

Artificial Intelligence and Machine Learning enabled Supply Chain towers that 

ensure the timely supply of raw materials to the shipyard and automate 

delivery of these raw materials to the site of the ship construction. The 

application of technologies such as AI/ML, Cloud computing, 3D printing, 

Augmented Reality and others, in this industry is limitless and much needed. 
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Realising this change is much needed, the following countries and their 

shipbuilding industries, are amongst some, that are spearheading this 

revolution: 

In Korea, three competing shipyards of Samsung, Daewoo and Hyundai are 

collaborating to work on the Ulsan shipyard and focus on building smart ships. 

The collaboration of these rivals is to boost Korean shipbuilding in the face of 

strong competition by their much cheaper Chinese counterparts. 

In China the “5S” initiative has been implemented adopt Shipbuilding 4.0 by the 

industry. This government backed approach aims to create a smart demo ship 

under the “Made in China 2025” plan and thus solidify their newly attainted 

dominance in the shipbuilding industry. 

Australia, Germany, Spain and USA are amongst other countries where 

government backed initiatives and shipbuilding industry are collaborating and 

transforming to Shipbuilding 4.0. 

While the maritime industry has been slower to bring in changes, but an 

industry that is centuries, is bound to have some inertia. While changes in the 

IT industry take place in just a matter of years, the maritime industry may take 

a few decades, but this slumbering giant is waking up, and once awake these 

changes will not just transform this industry, but the numerous supply chains 

that are dependent on this industry. 

A revolution is coming, and the maritime industry now sets out to sail the 

uncharted waters of the latest technology, while the journey may involve some 

sunken ships (or endeavours), but from the learnings of these will new routes 

be discovered, much like the journeys of the explorers of the past. 
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HOW PANDEMIC BROUGHT A PARADIGM SHIFT IN 

EMPLOYEE EXPERIENCE 
 

Change is the only constant in nature. If accompanied with a proactive 

response, it has the potential to transform anachronistic practices in order to 

align them with the needs of the current scenarios. The past year has been an 

eye-opener to many grave realities. It will not be unfair to liken Coronavirus to 

X-rays that helped draw attention to the cracks present within the 

conventional practices that seemed perfect from outside. One such practice, 

the transformation of which was long due is employee experience. 

 

Employee experience can be described as the aggregation of an employee’s 

opinions formed because of the interaction of that employee with the 

organisation’s people, culture, physical workspace, and technology. A good 

employee experience aids in forming a good reputation of the organisation in 

the industry and saving costs in terms of recruitment and hiring, attrition, and 

legal issues. It also attracts high-quality professionals for hiring drives, boosts an 

organisation’s profits and market reach, and uplifts employee’s morale and 

productivity, thereby directly affecting the organisation’s overall performance.  

 

 

As companies continued adopting work from home and hybrid work styles to 

minimize the spread of the Coronavirus and safeguard human life from its 

adversities, nearly everything started going ‘virtual’, thus affecting the way 

people used to engage with each other at workplaces. Text messages, emails, 

phone calls, audio and video conferences started replacing the coffee breaks, 

coincidental gatherings near water coolers resulting in quick interactions, 

birthday celebrations, and team parties after a successful launch, leading to a 

sense of detachment being experienced by employees due to lack of socialising 

and natural contact, overlapping of personal and professional space due to a 

disturbed work-life balance, and screen fatigue, which ultimately morphed into 

a grim reminder of diminishing employee experience. Once it dawned upon us 

that Coronavirus may be temporary but its impact may probably not, it 

became crucial to bring a paradigm shift in the employee experience so as to 

tackle challenges arising out of remote or hybrid work. 

 

The foundation of an employee’s experience in terms of employee engagement 

as well as organisational culture is laid by hiring and onboarding. As job 

applications, interviews, meet-and-greets, onboarding sessions, and ice-

breaking sessions have started going online, it has become imperative to make 

sure that not a thing is left out and new employees get computers and other 
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requisite equipment, important files, plans, team structure, and meeting details 

in a timely manner to help them stay organized.  

 

The potential of continual learning and development cannot be understated. 

The pandemic has given us a perfect opportunity to start employing 

personalised online training and learning using artificial intelligence, learning 

through webinars, web-based gamification, and virtual team-building exercises 

for grooming employees and syncing their personal goals to that of the 

organizations to touch new heights of success. 

 

Work from home has emerged as the new normal owing to the pandemic. To 

curb the spread of coronavirus, even the organisations that were otherwise 

reluctant to adopt work from home policy allowed its workforce to work 

remotely. But, in this paradigm, employees often struggled to strike a balance 

between home and work life and faced burnout. It became tougher for 

working parents as they juggled between the needs of their children and the 

expectations of their team. To ease off the burden on its workforce and 

deliver a great employee experience, several organisations have begun 

providing appropriate solutions like treating and assisting its employees 

empathically, granting flexible hours of work, and emphasizing the 

establishment of clear goals and expectations to keep conflicts and re-work at 

bay. 

 

Great organisations value the significance of a robust and smooth 

communication strategy for boosting employees' morale, productivity, and 

commitment. In present scenarios, it became even more crucial because 

employees oftentimes experienced disconnection from their team and 

hesitated to voice their opinions as a consequence of the absence of face-to-

face interactions. To counteract this feeling of isolation, corporations have 

begun promoting relatable, valuable, and extendable communication techniques 

such as periodic check-ins to keep its employees engaged and focused, develop 

as well as strengthen connections with teammates, and mitigate the adverse 

effects of physical distance on employees’ productivity as well as trust on co-

workers. 

 

While the pandemic made us start working remotely, the onus was on the 

corporate world to ensure that we continued working flexibly. As the 

coronavirus curve has begun going downwards, many organisations have 

restarted work from office even as few are continuing remote or hybrid work. 

Consequently, it has become important to create a robust hybrid work model 

for effective cooperation among teammates that work from the office and 

those who work remotely by investing in the appropriate tools and technology. 
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In order to reform the hybrid work era in customer-facing establishments or 

factories, many organisations have adopted structural changes like modification 

of workspaces and physical setups, and adoption of safety measures promoting 

social distancing to minimize the resurgence of the virus.  

 

It goes without saying that employee experience requires a revamp and we 

require all hands-on deck. Human Resources Management, chiefly responsible 

for establishing organisational culture as well as affirming business values, can 

be instrumental in reshaping the employee experience. Leading HR 

professionals know that nothing beats the power of periodically soliciting and 

acting upon the feedback. A data-driven feedback process may bring forth 

loopholes that were otherwise left unnoticed. In addition to convincing them 

that they are an integral element of the organisation that can aid in its 

improvement, it empowers them to work more productively. This formidable 

pandemic has given us a golden chance to reinforce the organisational culture 

by employing revolutionary work practices. As we sail through current tough 

times, a vibrant and dynamic organisational culture is required promptly by 

reinventing the employee experience in order to make the workplace ‘a great 

place to work’.  
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